ABSTRACT. As the world is getting increasingly connected and interdependent it becomes clear that the world's most pressing public problems such as poverty or global warming call for cross-sector solutions. The paper discusses the idea of business leaders acting as agents of world benefit, taking an active co-responsibility in generating solutions to problems. It argues that we need responsible global leaders who are aware of the pressing problems in the world, care for the needs of others, aspire to make this world a better place, and act in word and deed as global and responsible citizens. The argument is structured as follows: first, in highlighting some leadership challenges we discuss why it takes a responsible, global, and ultimately cosmopolitan mindset to enhance human values on a global scale. Second, we define more specifically responsible global leadership and the (potential) role of business leaders acting as agents of world benefit. Third, drawing on latest research on cosmopolitanism, we discuss the hallmarks of contemporary cosmopolitanism. Fourth, and concluding our argument, we propose key cosmopolitan business principles to help leaders build a more inclusive world.
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KEY WORDS: cosmopolitanism, social justice, global business ethics, responsible leadership There is growing awareness that some of the world's most pressing problems -such as poverty, access to clean drinking water, HIV/AIDS, and global warming -require cross-sectoral efforts and solutions. Neither governments nor communities, nor NGOs, nor businesses, can solve these problems alone. Spanning sectors and bridging boundaries, however, is not an easy task. Multiple interests and values need to be balanced. As the world is getting increasingly connected and interdependent, or ''flat'' (Friedman, 2005) , it is also getting more complex (Hooijberg et al., 1997) . In fact, since public, private, and non-profit sectors have always played interlocking roles in global problem solving, their distinctive roles need to be adapted to the realities of global markets in the twenty-first century, each sector contributing by way of exercising a distinctive role in the ''complex ballet of interwoven actions '' (Sachs, 2008) to tackle some of the world's most pressing problems and to help build a sustainable future.
According to widely cited UNCTAD data, of the 100 largest economies in the world, 51 are now global corporations, only 49 are countries. As global power relations are shifting stakeholders and communities around the world are no longer satisfied that corporations and their leaders are merely law-abiding as We posit that in light of both rising expectations and declining legitimacy this endeavor ultimately requires responsible global business leaders (Maak, 2007; Maak and Pless, 2006) -leaders who think and act as cosmopolitan citizens. Cosmopolitan business leaders are aware of the pressing problems in the world, care for the needs of others, and in particular for the distant needy, aspire to make this world a better place and act in word and deed as global and responsible citizens. In short, they demonstrate both cosmopolitan mindset and attitude. Levy et al. (2007) have analyzed the growing body in management literature on the global mindset and found that cosmopolitanism ''should be viewed as one of the major conceptual dimensions'' (p. 239), although it seems to be an underlying, more implicit theme rather than an explicit dimension. It is our intention in what follows to flesh out cosmopolitanism as it applies to global business leadership in more explicit terms.
If this world is to be a decent world in the future, Martha Nussbaum contends, ''we must acknowledge right now that we are citizens of one interdependent world, held together by mutual fellowship as well as the pursuit of mutual advantage, by compassion as well as self-interest, by a love of human dignity in all people, even when there is nothing we have to gain from cooperating with them' ' (2005, p. 217) . Thus, the cosmopolitan project is ultimately about creating a decent world; a fair, inclusive, just and thus principle-driven global community that enables human flourishing and seeks to build human capabilities. The ''right now'' in Nussbaum's quote signals a sense of urgency. We share Nussbaum's concern and seek to further the cosmopolitan project by illuminating the role of business leaders in contributing to global fairness and social justice and thus in making this world a better, i.e., more humane place.
Responsible leadership in a global stakeholder society
The stakeholder framework has certainly proved useful in the analysis of strategic and normative challenges organizations face, and good stakeholder relationships are arguably key to organizational viability (Donaldson and Preston, 1995; Freeman, 1984 Freeman, , 1994 Post et al., 2002; Wheeler and Sillanpäa, 1997 ). Yet, business leaders are faced with multiple stakeholder claims, based on different and, more often than not, conflicting values. Thus, there are challenges with respect to stakeholder salience (Jones et al., 2007; Mitchell et al., 1997) and with respect to evaluating and balancing the claims of multiple stakeholders such as employees, clients, shareholder, suppliers, or NGOs, both inside and outside an organization. Responsible leadership requires assessing and weighing the impact of 538
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